Twenty-eight studies were conducted for leading advertisers to measure the persuasion of sponsorship without advertising on the internet. Experimental design maintained identical content except for the sponsorship message in the test group missing from the control group. The two groups were random replicates. Persuasion measures used were those accepted by the advertisers involved as being most predictive of sales. Average lift in purchase intent/brand consideration was 29 percent, which compares to an average lift of 4 percent across all ARS Persuasion tests. Across the 28 studies the results were consistent in 100 percent of cases, with the test group higher than the control group. Statistical significance was achieved in virtually all cases at 95 percent confidence. In a different study, the sponsored content was specifically courseware offered free on the internet by major advertisers.
INTRODUCTION
Sponsorship is again on the rise, and marketers have 
METHODOLOGY
When internet users click on a link to a sponsored program, they are intercepted by an invitation screen.
Before they are admitted to the program, they must answer yes or no to a question as to their willingness to answer a few questions "to help us improve the program," which they will be asked upon leaving the program. They may be offered an incentive ranging from a free magazine to a $15 gift certificate at a popular book chain website, depending on the degree of the advertiser's willingness to incent respondents.
Users answering "no" are allowed to go to the program and are not contacted again. Users answering "yes" are also allowed to go to the program, and a random half of them are sent to a version of the program where the sponsor is not mentioned (the control group). Everything else about the program is identical across the exposed group and the control group. As respondents leave the program by any means (e.g., click on a banner, hit the back button, etc.), they receive a short onscreen questionnaire, which is the same for both the exposed group and control group. A person's status (agreed to participate or not, control or exposed group, already responded to question- Table 1 ).
Consideration set
The key success measure for many advertisers is Consideration Set. The consideration set is that group of brands within a product category that the particular consumer is willing to buy. The brand decision at each purchase occasion balances mood, situation, availability, price/promotion, and advertising recency-among the known factorsto select one brand (or more) out of the present consideration set. To be in this set gives a brand a chance of being purchased; to be out of this set is to have a virtually zero chance of being 
Purchase intent for packaged goods
In SEI studies for four packaged goods products, we asked about purchase intent, which across these studies increased by an average of ϩ26 percent (see Table 3 ).
Brand perception
A major clue to the way that sponsorship works is provided by a third measure, Brand Perception. The underpinning of today's Persuasion measurement is a cognitive attitude shift model in which (1) attitude is a predisposition to behavior, and therefore predictive of behavior, and (2) the predisposition to buy a brand is the mathematical resultant of (a) the desirability weights that a specific consumer places on various benefit dimensions of a specific product category and (b) the degree to which that consumer perceives each brand in the category in terms of its ability to deliver each of those benefits.
Horace Schwerin, Al Achenbaum, Russ Haley, Jack Landis, and many others (Young, 2001) Although the average across all brands showed a ϩ23 percent lift (Table 4a) , one advertiser did not show a significant positive lift in product attribute perception among those exposed to the sponsorship (decline of Ϫ6.0 percent), although purchase intent increased by ϩ38.9 percent (Table 4b) . From this case, and logic, we deduce that sponsorship increases willingness to do business with the sponsor to whom one has gratitude, and this generally, but not always, also lifts brand perception by the well-known "halo effect," which operates to maintain perceived selfconsistency, and thereby minimize cognitive dissonance (Beckwith and Lehmann, 1975) .
Conscious sponsorship impact on opinion of sponsor
These substantial numbers (see Table 5 Table 6 ).
FINDINGS OF RELATED STUDIES eVoice study
In 2000 In SEI studies for four packaged goods products, we asked about purchase intent, which across these studies increased by an average of +26 percent. 
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The findings of the eVoice True Sponsorship versus control group are: ........................................................................................................................................................................................................................................ Per standard marketing research practice, in tabulating the results of these questions the midpoint price within each range was assumed, so that for "Less than $100" the assumed average price was $50, and so on. The top scale point was always "Greater than" a certain price, e.g., "Greater than $2500." The average price was estimated to be 20 percent above the bracket amount, e.g., 20 percent higher than $2500, or $3000. Because these surveys were com- ..................................................................................................................................................... ..................................................................................................................................................... ...................................................................................................................................................... ....
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December 2006 6-8 week period, then the data were collected on average less than a month after the purchase was made. We would expect therefore that the great majority of consumers checked the right box in terms of amount spent.
The findings for survey cooperators were projected to total enrollment using a projection factor of 6.37, because the total opt-in base was 6.37 times as large as the intab questionnaire sample base.
ROI is defined in this analysis as incremental short-term sales revenues divided by investment.
FINDINGS-ROI
In all Table 7 findings, NCM has masked the identity of the advertisers to protect their proprietary information.
The numbers in Table 7 A more telling comparison relates to "nondirect response" advertising (see Table 8 ). Ephron and Pollak (2003) These dramatic ROI differences support the hypothesis that the Educational Marketing version of "gift" sponsorship achieves high ROI as compared to average media, whether or not direct response.
FINDINGS-SATISFACTION
96.5 percent of respondents were satisfied with the experience. ....................................................................................................................................................... ..................................................................................................................................................... ....................................................................................................................................................... ....................................................................................................................................................... In this section, therefore, we will present the results for True Sponsorship that we have thus far accumulated within television.
Hooper studies
In 1968 This potential potency suggests that the industry develop its sponsorship measurement tools so as to be able to distinguish causes and effects to this degree-i.e., separating out the effects of sponsorship itself from accompanying product sell advertising, if any.
In the same year, we were also fortu- We conclude from these considerations therefore that the typical practitioner is quite capable of enjoying the large magnitude effects found in these studies, simply by following the "rules" as laid out herein, especially in the Recommendations section below.
CHARACTERISTICS OF THE CONTENT PRODUCING THESE RESULTS
The content producing these results varied across a spectrum. However, a common element in many of the programs involved is that they stood out from most programs either by (in the case of the television programs studied) being "Specials" or (in the case of the internet programs studied) by providing useful information.
Among the internet programs yielding the highest results, the utility of the infor- Other recent NCM studies in another field (Behavioral Targeting) also suggest that positive surprise is an element that can be of extreme value to advertising.
WHAT IS TRUE SPONSORSHIP?
There is an unfortunate tendency for some media to misuse the term Sponsorship. What then do we consider to be "True" Sponsor- 
RECOMMENDATIONS
Following are some implications for sponsored programming/events that we have drawn from our findings:
• Make sure that your sponsorship of the content is VISIBLE.
• If appropriate, someone involved in the program/event might THANK the sponsor for sponsorship of the program/ event.
• This "Thanking" might be carried over to advertising and PR for the program/ event.
• Be wary of the potential dilutive effects where there are multiple sponsors for the same program/event.
• Adhere to the rules of True Sponsorship-the gift of real value to the audience.
• Make sure that the audience will not perceive your sponsorship as merely another form of advertising. 
SUMMARY OF RESULTS
As
